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Abstract
Contemporary youth culture is predominantly influenced by social media, which dictates their
interactions, consumption behaviors, and modes of communication. This study employs an
exploratory research approach to analyze the usage patterns of young individuals on social media,
highlighting significant trends in engagement and platform preferences. Convenience sampling
was employed to collect primary data, ensuring diversity and accessibility among the participants.
The findings illuminate the impact of social media on the lifestyles of young individuals,
influencing digital literacy, behavioral patterns, and policy formulation. This research analyzes
usage patterns to explore the dynamics, add to the understanding and to provide the future
investigators with a realistic start to initiate further investigation. Reasonable
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Introduction

Social media predominantly shapes the interactions, behaviors, and communication styles of youth
in the contemporary digital age. Understanding how young individuals engage with these
platforms provides critical insights into emerging trends, preferences, and societal influences. This
study employs an exploratory research approach to examine trends in online engagement, content
consumption, and platform preferences among youth regarding their social media usage patterns.
Primary data was collected through convenient sampling to achieve this objective, facilitating a
diverse yet readily accessible respondent pool. This methodology ensured ease of data collection
and permitted the inclusion of individuals with varying levels of social media exposure. The
gathered data was systematically analyzed to identify trends and key factors affecting social media
engagement among younger users.



This study aims to provide fundamental insights into digital interactions among youth through an
exploratory research framework, thereby enhancing understanding of how social media influences
communication patterns and lifestyle decisions. The findings of this study will inform subsequent
research endeavors, thereby directing academic inquiry and facilitating practical applications in
digital literacy, policy formulation, and social media strategy development.

Methodology

This quantitative research is conducted to explore the social media approach and behavior of the
college going students which make an important section of the youth population. The Population
of the study was selected as the college students of Panchkula district of the Haryana state while
a sample size of 400 was determined using Krejcie and Morgan table used for finite number of
populations.

Review of Literature

Social media has evolved into a basic element of young culture, influencing social interactions,
academic involvement, and communication. Emphasizing its advantages and disadvantages, a
2025 Pant et al. study looked at how college students used social media. Although social media
promotes learning, self-expression, and networking, excessive use may result in academic
distraction, exposure to misinformation, and mental health issues. Pant et al., 2025.

Nagel et al. (2018). Between undergraduate and graduate students, Facebook is the most often
used platform followed by Instagram and Twitter. Their study revealed the professional
applications of social media, noting that students are progressively using these platforms for
academic cooperation and career networking.

Harshavarthini and Thirumal (2024). examined social media consumption trends among college
students in order to better understand the reasons behind their choices for particular platforms.
Their studies show that students use social media for knowledge acquisition, leisure, social
interaction, and entertainment, so underlining the idea that social media engagement is quite
individualized
Smith & Taylor, (2024). Investigatory studies have been used extensively to understand emerging
patterns in digital interactions. Studies show that both qualitative and quantitative approaches
clarify behavioral patterns and motives motivating social media interaction. Moreover, exploratory



models have been applied to investigate social media addiction, so revealing psychological and
emotional triggers. Jones, (2023).

Because of its accessibility and effectiveness, convenience sampling is frequently used in social
media research. Using this approach, Brown et al. (2024) looked at young interaction with digital
platforms and found that online activities are much impacted by peer influence. Emphasizing the
impact of algorithmic content exposure, Patel & Kumar (2023) investigated trends in social media
consumption.
Numerous researches have looked at how social media affects teenagers psychologically. Lee &
Chen (2023) found that excessive social media usage links with increased anxiety levels and
lowered self-esteem. On the other hand, Williams et al. (2024) suggested that limited social media
participation improves digital literacy development and positive peer interactions.
Recent studies support long-term research to assess how social media influences young
development going forward. Academics support legislative initiatives to support good digital
practices and educational campaigns raising digital literacy. Johnson, (2025).

Social media has profoundly impacted the behavior, communication, and engagement patterns of
youth. Researchers have investigated multiple facets of social media utilization, encompassing its
psychological effects, behavioral inclinations, and methodological strategies for analyzing these
phenomena.
Fredrick et al. (2025) investigated digital media consumption among adolescents, categorizing it
into five distinct patterns: low users, moderate users, high users, gamers, and social media users.
Their research indicated that heightened social media involvement was associated with diminished
school support and elevated instances of cybervictimization

The American Psychological Association (APA) issued a health advisory outlining the potential
advantages and disadvantages of adolescent social media usage, underscoring the necessity of
age-appropriate involvement

Exploratory research has been extensively employed to comprehend nascent trends in digital
interactions. Research indicates that qualitative and quantitative methodologies elucidate
behavioral patterns and motivations underlying social media engagement (Smith & Taylor, 2024).



Furthermore, exploratory frameworks have been utilized to examine social media addiction,
uncovering psychological and emotional catalysts (Jones, 2023).

Convenience sampling is often utilized in social media research because of its accessibility and
efficiency. Brown et al. (2024) employed this methodology to investigate youth interaction with
digital platforms, revealing that peer influence significantly impacts online behaviors. Patel &
Kumar (2023) examined trends in social media consumption, emphasizing the influence of
algorithmic content exposure.

A multitude of studies have examined the psychological impacts of social media on adolescents.
Lee & Chen (2023) discovered that excessive social media usage correlates with elevated anxiety
levels and diminished self-esteem. Conversely, Williams et al. (2024) proposed that moderate
social media engagement promotes positive peer interactions and enhances digital literacy
development.
Recent research advocates for longitudinal studies to evaluate the enduring effects of social media
on youth development. Academics endorse policy measures to foster healthy digital practices and
educational programs to improve digital literacy (Johnson, 2025).

Emphasizing the increasing reliance on social media for communication, entertainment, and
academic objectives, Trends in Internet Use Among Indian Youth Bohra (2020) examined the
internet usage patterns of Indian youth. The study found that young interactions mostly rely on
mobile-based social media access; platforms including Instagram, WhatsApp, and YouTube are
the most used ones. The study underlined how important digital literacy is for encouraging young
users to act responsibly online.

Examining both positive and negative impacts, Divankshi et al. (2024) investigated how social
media shapes young development. Their results show that social media presents problems
including cyberbullying, distractions, and mental health issues even while it supports self-
expression, community building, and connectivity. The studies support digital literacy initiatives,
parental supervision, and legislative actions meant to lower risks and support responsible social
media use.

Reviewing qualitative studies on young social media engagement, Schmeichel et al. (2018)
identified major themes in digital interactions. Their studies found that teenagers are often in



difficult situations and that social media studies disproportionately feature female participants.
The study supports more complex approaches to investigate young social media activities and
emphasizes the need of structural analysis of social media platforms rather than focusing just on
personal behavior.

Analysis

Demographical summary of the sample: A survey of 402 individuals in Panchkula district
revealed a balanced gender distribution, with males comprising 49.0% and females 51.0%. The
majority (87%) of respondents were aged between 18 and 24, with 78.6% out of 402 belonging to
Haryana state. 41.3% of students resided in urban areas, 39.6% in rural areas, and 19.2% in semi-
urban or small communities. 65.2% belonged to families with an annual income less than 1.25
lakhs. A substantial majority (85.8%) were pursuing a Bachelor's degree program, with 14.2
percent pursuing a Post Graduate program. The Arts program (44% pursuing arts course) was the
most popular, followed by Science, Commerce/Management, Computers, and other job-oriented
courses.

1. What device they use to access social media
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Figure 1. Gadgets used to access Social Media

The smartphone is the predominant device for social media access, utilized by 395 participants, or
98.3% of all replies. Tablets are the least utilized device for accessing social media, with 17 users,
constituting 4.2% of the total replies. A total of 48 individuals utilizes laptops, accounting for



11.9% of the overall replies. Desktop PCs are utilized by 29 individuals, constituting 7.2% of the
overall replies.

2. Preference of Social media Platforms
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Figure 2. Social Media Sites you use

This dataset illustrates the frequency and proportion of social media platforms utilized by a sample
population. Facebook was utilized by 95 people, representing 23.6% of the overall replies.
Instagram: The second most popular platform, utilized by 271 people, accounting for 67.4% of the
total replies. X (Twitter): Utilized by 41 individuals, constituting 10.2% of the overall answers.
WhatsApp: The most prevalent platform, with 341 users, or 84.8% of the total replies. LinkedIn:
Utilized by 41 individuals, constituting 10.2% of the overall replies. YouTube: An exceedingly
popular platform, utilized by 295 people, accounting for 73.4% of the total replies. Telegram:
Utilized by 107 individuals, constituting 26.6% of the overall answers. Other: Utilized by 20
respondents, representing 5.0% of the overall replies.

3. How often the social media are used
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Figure 3. How many hours you spend on social media onaverage

The predominant number of respondents (175 users) allocate fewer than 2 hours per day to social
media, representing 43.5% of the overall replies. Between 2 to 4 hours daily: A substantial
segment (171 individuals) dedicates 2 to 4 hours every day to social media, accounting for 42.5%
of the total replies. A smaller cohort of 34 users allocates 4 to 6 hours every day to social media,
constituting 8.5% of the total replies. Over 6 Hours Daily: The smallest group of respondents (22
users) allocates more than 6 hours daily to social media, representing 5.5% of the total replies. The
aggregate number of replies is 402, with the percentages totaling 100%.

4. How Important is it to have More followers and likes on social media
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Fig. 4. Presumed importance of having morefollowers and likes on social media platforms
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Insignificant: The majority of respondents (256 people), or 63.7% of total replies, view a
substantial number of followers or likes on social media as insignificant. A significant fraction (59
people) considers it slightly important, accounting for 14.7% of the total replies. A minority group
of 57 people deems it significant, constituting 14.2% of the overall replies. Moderately essential:
Merely 10 users consider it moderately essential, representing 2.5% of the overall replies.
Significantly, the minimum number of respondents (20 users) deem it very significant, constituting
5.0% of the overall replies. The aggregate number of replies is 402, with the percentages totaling
100%.

5. What form of content they consume
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Figure 5. Preferred form of content consumed over socialmedia platforms

Videos are the predominantly consumed content category, with 176 people participating,
representing 43.8% of all answers. Photos: Engaged with by 76 individuals, constituting 18.9% of
the overall replies. Written Content/Articles: Favored by 73 respondents, constituting 18.2% of
the overall replies. Animations: Interacted with by 24 people, representing 6.0% of the overall
replies. Games: Participated in by 35 people, constituting 8.7% of the overall replies. Engaged
with by 18 individuals, constituting 4.5% of the total replies. The aggregate number of replies is
402, with the percentages totaling 100%.

6. Whether they have more than one account on any social media platform
A total of 327 people, including 81.3% of the replies, do not possess numerous accounts on social
networking sites. Indeed, 75 respondents possess multiple accounts on social networking
platforms, representing 18.7% of the overall replies. The aggregate number of replies is 402, with
the percentages totaling 100%.



7. How many of your social media connections you met personally
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Figue 6. How many of your social media connection you havemet personally

Met all social media connections in person: Sixty people have personally met all of their social
networking connections, representing 14.9% of the total replies. Met majority of connections
personally: Seventy-eight people have directly met the majority of their social networking
contacts, accounting for 19.4% of the total replies. Met approximately half of the connections
personally: Approximately 47 people, or 11.7% of the total answers, had directly met roughly half
of their social networking relationships. Met only a few connections personally: The largest cohort,
comprising 109 individuals, has directly encountered just a limited number of their social
networking contacts, representing 27.1% of the overall replies. Met none of connections in person:
108 people have not personally met any of their social networking contacts, constituting 26.9% of
the total replies.

8. Whether they reveal their true identity on social media
A total of 83 people, or 20.6% of the overall replies, never disclose their full identify on social
media sites. Infrequently: 72 people infrequently disclose their genuine identify, constituting
17.9% of the total replies. Occasionally, 118 people disclose their actual identify, constituting
29.4% of the total answers. Frequently, 37 people disclose their genuine identities, representing
9.2% of the total replies. Ninety-two people consistently disclose their genuine identify,



accounting for 22.9% of the total replies. The aggregate number of replies is 402, with the
percentages totaling 100%.

9. How frequent they feel necessity to check social media sites

Seventy-seven individuals, representing 19.2% of the total replies, never feel the necessity to
routinely check social networking sites. Ninety-one individuals, including 22.6% of the total
replies, infrequently feel the necessity to often check social networking sites. Occasionally, 164
people express a regular desire to access social networking sites, constituting 40.8% of the total
replies. Frequently, 32 people express a tendency to regularly check social networking sites,
representing 8.0% of the total replies. Consistently: 38 people consistently feel compelled to often
check social networking sites, accounting for 9.5% of the total replies. The aggregate number of
replies is 402, with the percentages totaling 100%.

10. What time they use social media
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Figure 7. What social media behaviours do you identify with?

Review postings before to retiring for the night: Seventy-nine people display this tendency,
representing 19.7% of the overall replies. Examine postings immediately upon awakening: Thirty-
one people exhibit this habit, accounting for 7.7% of the total replies. During mealtime, 44 people
exhibit this behavior, constituting 10.9% of the total replies. During conversations with friends or
family members, 45 individuals participate in this activity, representing 11.2% of the overall
replies. During college hours, 36 people display this behavior, constituting 9.0% of the total



answers. During leisure time: The predominant behavior, reported by 309 users, constitutes 76.9%
of the total replies. Five individuals exhibit alternative behaviors, representing 1.2% of the total
replies. The aggregate number of replies is 402, with the percentages totaling 100%.

11. What activities they involve in while on social media
Among the 402 participants, 115 (28.6%) indicated use social media platforms for gaming
purposes. Establishing groups centered on particular interests: 88 participants (21.9%) have
utilized social media for the formation of interest-based organizations. Organizing online events:
52 participants (12.9%) have utilized social media for this purpose. Seventy individuals (17.4%)
indicated use social media for purposes not specified in the provided alternatives. None: A
substantial segment, 163 participants (40.5%), indicated they did not utilize any of these social
networking site functions.

12. What varied features of social media they use
A significant majority of participants, 308 out of 402 (76.6%), had not utilized the 'community
resource' option on social networking platforms. 18 participants (4.5%) have utilized this tool for
fundraising purposes. Crisis Response: 21 participants (5.2%) utilized it for crisis intervention.
Climate Science Center: 15 individuals (3.7%) have utilized this feature to interact with climate
science material. Blood Donation: 50 participants (12.4%) utilized social media for activities
linked to blood donation. A minority of 2 participants (0.5%) indicated utilizing the feature for
reasons not specified in the selections.

13. Whether they attempted to reduce use social media usage
151 out of 402 participants (37.6%) had never attempted to reduce their usage of social networking
sites. Infrequently: 82 individuals (20.4%) have infrequently encountered challenges in reducing
their social networking site usage. Occasionally, 125 individuals (31.1%) have had challenges in
reducing their consumption. Frequently, 27 participants (6.7%) encounter challenges in
diminishing their engagement with social networking sites. Consistently: 17 individuals (4.2%)
consistently struggle to reduce their usage of social networking sites.

14. Whether they have compulsive behavior towards usage of social media

Some 190 of 402 participants (47.3%) have never experienced anxiety or tension while unable to
access social networking sites. Infrequently: 69 individuals (17.2%) infrequently experience



anxiety or stress in such circumstances. Occasionally, 112 individuals (27.9%) suffer worry or
tension while unable to use social networking sites. Frequently, 21 participants (5.2%) experience
anxiety or tension while unable to use social networking platforms. Consistently: 10 individuals
(2.5%) invariably suffer worry or tension when unable to use social networking platforms.

15. Whether they engage themselves in social media challenges or trends

Never: 215 of the 402 participants (53.5%) have not engaged in social media challenges or trends.
Infrequently: 73 individuals (18.2%) infrequently partake in these tasks or trends. Occasionally,
91 people (22.6%) engage in social media challenges or trends. Frequently, 10 persons (2.5%)
partake in these activities. Consistently: 13 individuals (3.2%) consistently engage in social media
challenges or trends.

16. Whether they encounter fake information or disinformation on social media
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Figure 8. Users experiencing disinformation on social media

Only 143 out of 402 participants (35.6%) had never experienced disinformation or fake news on
social media. Infrequently: 62 individuals (15.4%) infrequently encounter disinformation or false
information. Occasionally, 122 participants (30.3%) encounter disinformation or false news.
Frequently, 50 participants (12.4%) encounter disinformation or false news. Consistently: 25
individuals (6.2%) invariably encounter incorrect or fabricated news.

Interpretation



Gadgets used to access social media: The vast majority of participants (98.3%) engage with social
media through smartphones, highlighting their status as the primary medium for digital
communication. This trend likely arises from their cost-effectiveness, portability, and the extensive
accessibility of mobile data. Conversely, laptops (11.9%), desktops (7.2%), and tablets (4.2%)
exhibit markedly reduced usage. The findings indicate that social media strategies, especially for
platform developers and advertisers, should emphasize mobile-first design, given users' growing
preference for the flexibility and convenience provided by smartphones.

Revealing true identity: A significant majority (63.7%) of participants do not ascribe substantial
importance to the accumulation of followers or likes, suggesting that external validation is not a
motivating factor in their social media engagement. A notable minority (14.7%) regard it as
somewhat important, while an additional 14.2% perceive it as significant, likely linking these
metrics to social status or influence. A minor proportion (7.5%) ascribes even greater significance
to these figures, potentially for personal branding or professional objectives. This data indicates
that although numerical indicators are significant to some, the majority of users prioritize genuine
engagement.
Revelation of Authentic Identity: Users exhibit differing degrees of comfort regarding the
disclosure of their true identity online. While 22.9% consistently disclose their true identity—
likely prioritizing transparency and consistency—an additional 29.4% do so selectively,
contingent upon the platform or objective. Conversely, 20.6% consistently conceal their identity,
while 17.9% infrequently disclose it, underscoring substantial apprehensions regarding privacy,
safety, or anonymity. These divergent behaviors indicate a complex interaction between the
aspiration for personal expression and the necessity for digital self-protection.

Engagement in Social Media Challenges and Trends: Over fifty percent of users (53.5%) have
never participated in social media challenges or trends, suggesting a prevalent disinterest or a more
passive approach to social media involvement. Nonetheless, 22.6% participate occasionally and
18.2% infrequently, indicating that certain trends do garner user engagement, albeit intermittently.
A diminutive cohort (5.7%) engages frequently or consistently, potentially perceiving these
activities as a means of creative expression or social connection. For content creators and
marketers, this suggests that although viral trends possess allure, they may only engage a specific
segment of the audience.



Duration of Social Media Engagement: Social media utilization is moderate among the majority
of users: 43.5% allocate less than two hours daily, while 42.5% dedicate between two and four
hours. This suggests that although social media is an integral aspect of users' lives, it does not
occupy an inordinate amount of time for the majority. Nonetheless, 8.5% utilize it for four to six
hours, while 5.5% surpass six hours daily, potentially indicating either professional usage (e.g.,
digital marketing, content creation) or habitual, possibly problematic, engagement patterns. These
distinctions can assist in the development of digital well-being initiatives or tools for regulating
screen time.

Exposure to False Information: Disinformation poses a concern, although its effects seem
inconsistent. Approximately one-third (35.6%) report never encountering false or misleading
content, which may indicate either a true absence or a lack of awareness. Simultaneously, 30.3%
experience it occasionally, while 15.4% do so infrequently. A minority group (18.6%) encounters
misinformation regularly or frequently, indicating increased exposure or sensitivity. These
findings underscore the necessity of enhancing media literacy programs and fact-checking systems
to assist users in effectively recognizing and countering misinformation.

Overall, the data indicates a predominantly responsible and balanced pattern of social media usage
among respondents, with smartphones serving as the primary access point and moderate durations
of online engagement. Although interaction with trends and dependence on likes and followers is
restricted for many, privacy issues and misinformation are critical elements influencing user
behavior. This indicates that users are becoming more discerning, privacy-aware, and appreciative
of authenticity, providing essential guidance for platform designers, policymakers, educators, and
marketers aiming to meet user expectations and apprehensions.

Conclusion

The data shows that cellphones are the primary medium for social media access among the sample
group, with 98.3% using them. Smartphones are the most popular platform, with 43.5% of
respondents dedicating less than 2 hours daily to social media. The majority of respondents do not
prioritize having a large number of followers or likes on social media, suggesting that it is not a
primary concern or incentive. Videos are the most consumed content category, with 176 people
participating. The majority of respondents have personally met all of their social networking



relationships, with a majority of them directly meeting most of their contacts. Laptops are less
popular than smartphones, with 11.9% of users using them for social media access. This data
highlights the importance of mobile devices in social media access and engagement, suggesting
potential areas for improvement for social media platforms and advertisers.

The study reveals a diverse range of social media usage behaviors among participants. 29.4% of
respondents occasionally disclose their real identity, while 22.9% consistently do so, indicating a
desire for authenticity and openness. The majority of respondents do not feel the need to regularly
check social media sites, with 19.2% never feeling the necessity to do so. The majority of
participants use social media for gaming, interest-based organizations, and organizing online
events. The majority of participants have not used the 'community resource' option on social media
platforms, with 4.5% using it for fundraising or crisis intervention. 37.6% of participants have
never attempted to reduce their usage, and 47.3% have never experienced anxiety or tension while
unable to access social media. The study also shows varying degrees of engagement with social
media challenges or trends, with a significant percentage not engaging in these activities. These
revelations warrant for more comprehensive and qualitative study on this topic.
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